The aim of this research is to examine the usefulness of journalistic automotive reviews from the perspective of readers making purchase decisions. Additionally, this study also looked at the perceived credibility of the sources of those reviews. Intercept interviews were conducted at a new-car dealership in a Midwestern city to determine what sources of information buyers consulted in their decision-making processes. When it was found that journalistic automotive reviews played a role, additional questions were asked about the usefulness of the reviews and how credible users felt they were. Data was then transcribed, coded and grouped into themes.
